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ABSTRACT

The present study investigates the impact of perceived value metrics in driving satisfaction and behavioral intention to use 
e-resource among its users. Utilitarian, hedonic, uniqueness, epistemic, and economic are key values selected for the purpose of 
investigation in the study. This empirical study is carried out through a survey and responses have been analyzed using structural 
equation modelling. The target group is selected by means of simple random sampling (users of e-resources in selected business 
schools). Findings of the study reveal that utilitarian values, hedonic values, epistemic values, and uniqueness values have a 
significant impact on the usage intention of e-resources; however, economic values reflect an insignificant relationship to intention 
to use e-resources. The study is a distinctive piece of work on investigating the most and the least significant value(s) associated 
with satisfaction and usage intentions of e-resources.
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1. INTRODUCTION

E-services are defined as “delivery of all interactive 
services on the internet using advanced telecommunica-
tions, information, and multimedia technologies” (Boyer 
et al., 2002, p. 175). One such e-service has been identi-
fied as library e-resources, where the interaction of users 
happens via Internet to satiate their informational needs. 
Saye (2001, p. 76) has described these e-resources as “the 
resources that are generated through some electronic me-
dium and made available to a wide range of viewers both 
on and off site via some electronic transferring machine 
or internet.” According to the Colorado Alliance of Re-
search Libraries (2003), “Electronic serials may be defined 
very broadly as any journal, magazine, e-zine, webzine, 
newsletter or type of electronic serial publication which is 
available over the Internet” (cf. Bar-Ilan et al., 2003).

It has been observed that students prefer to use e-
resources available in digital libraries rather than visiting 
library spaces (Ameen, 2019). Previous studies have also 
stated that e-resources are better than print resources for 
academic purposes (Borrego et al., 2007; Lee et al., 2012). 
Moreover, the COVID-19 pandemic has restricted users 
to using e-resources in place of print resources (Hendal, 
2020). Besides this, there are various other factors which 
are responsible for frequent use of e-resources. A few of 
the most important reasons for preferring e-resources are 
identified as the easy accessibility of relevant informa-
tion at any point in time (Thong et al., 2002; Wu & Wang, 
2005). Additionally, users also perceive e-resources as 
valuable because of the convenience of access and speed of 
retrieval (Garg et al., 2017; Madhusudhan, 2010). Similar-
ly, various factors have been explored in literature, playing 
a pivotal role in building perceived value of e-resources 
for the user.

Many researchers have mentioned the importance of 
perceived values in comprehending the views of custom-
ers, especially in the service industry (Ha & Jang, 2010; 
Jensen, 1996; Ostrom & Iacobucci, 1995). It has been 
observed that studies have examined perceived value 
from the perspective of benefits received after paying 
ascertained costs. According to Setterstrom et al. (2013), 
“perceived value increases as either the benefits from 
product consumption increase or the costs associated 
with consumption decrease.” These studies have clearly 
mentioned that the perceived value benefits are viewed as 
a function of cost in case of e-resources. However, it is evi-
dent from the previous studies that a complete perceived 
value framework has not been applied in the context of 

e-resources to evaluate user satisfaction and intention to 
use. Thus, it will be interesting to examine how the per-
ceived values influence satisfaction and intention to use e-
resource among users. For this purpose, five values have 
been identified and examined: These are utilitarian, he-
donic, uniqueness, epistemic, and economic. Further, the 
viewpoints of students have been collected and considered 
in determining the role of these values in influencing sat-
isfaction and intention to use.

As far as the organization of this paper is concerned, 
the paper begins with an extensive review of literature in 
the areas of value matrices and e-resources, which also 
helped in drafting the research hypotheses. Subsequently, 
its methodology is explained, followed by analysis and re-
sults. The paper concludes with a discussion, conclusion, 
and scope for future research.

2. LITERATURE REVIEW

Various studies have explored the usage of e-resources 
on the basis of age, gender, discipline, profession, etc. 
across geographies (Zhang et al., 2011). Besides demo-
graphic patterns, the usage behavior of e-resources has 
also been determined by individual characteristics of its 
users such as enthusiasm, awareness, and openness to 
change (Madhusudhan, 2010; Sharma et al., 2011). Inter-
estingly, while some of the past studies have considered 
one or more perceived value factors in their investigation, 
others have not. Examples for this are studies by Habiba 
and Ahmed (2021), Azonobi et al. (2020), and Abdul 
Rahman and Mohezar (2020). Habiba and Ahmed (2021) 
evaluated satisfaction and intention to use of e-resources 
from the lens of problems and constraints, whereas 
Azonobi et al. (2020) considered psychological and social 
factors along with other factors that drive students to use 
e-resources on a continuous basis. Abdul Rahman and 
Mohezar (2020) carried out a qualitative investigation 
and identified five factors that may have a significant rela-
tionship with continued intention to use digital libraries. 
However, none of these studies have included perceived 
values that may also have an impact on continued inten-
tion to use.

On the contrary, several studies have considered one 
or more perceived value factors in their investigation. For 
instance, a review of the literature shows that e-resources 
provide users with sorted and up-to-date information that 
helps in academic progress (Joo & Lee, 2011; Tahir et al., 
2010). Students also admire certain aspects of e-resources 
like user-friendliness, effectiveness, efficiency, satisfac-
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tion, and learnability (Zhang et al., 2020). These reasons 
indicate the widespread popularity of digital resources by 
providing utilitarian, experiential, and hedonic benefits 
to users (Dominici & Palumbo, 2013; Garg et al., 2017; 
Sharma et al., 2011).

It is found from past literature that several factors 
have been explored and identified, impacting intention to 
use e-resources. However, the complete perceived value 
framework has not been applied to evaluate the intention 
to use in the context of e-resources. Thus, it can be safely 
said that while many studies have investigated the impact 
of dimensions of perceived values on usage of e-resources, 
they have not inspected the usage of e-resources consider-
ing all the dimensions of perceived values comprehensive-
ly in a single study. According to the past literature, the 
dimensions of perceived values not only affect the overall 
satisfaction of users towards e-resources but also arouse 
their intentions to use e-resources regularly. The concept 
of perceived value satisfaction has been borrowed from 
the well-established Expectation-Confirmation model 
(ECM). ECM is extensively employed to study user be-
havior in post-adoption of services including e-resources 
(Joo & Choi, 2016). Empirical applications of ECM reveal 
in information science literature that user satisfaction is a 
major factor of intention to use e-resources (Thong et al., 
2006). Thus, the present study attempts to analyze the im-
pact of the perceived values on satisfaction and intention 
to use e-resources.

Following the reviewed literature, the present study 
intends to find answers to the below mentioned research 
questions:

• Which perceived values are the predictors of stu-
dent satisfaction and that of their intention to use e-
resources?

• To what extent do these perceived values impact sat-
isfaction and intention to use e-resources?

To answer the above research questions, six hypotheses 
were framed and appended with their respective theoreti-
cal concept.

2.1. Utilitarian Value
Utilitarian value is perceived when a user experiences 

benefits such as up-to-date information, time saving, 
and improved academic achievements after the use of e-
resources (Ali, 2005; Cheng, 2014; Joo & Lee, 2011; Mad-
husudan, 2010; Ollé & Borrego, 2010; Tahir et al., 2010). 
Kim and Han (2009) have defined this value as “the extent 

of effectiveness and efficiency that is perceived by con-
sumers when using information systems.” This means that 
utilitarian value deals with the “ease and speed of accom-
plishing a task effectively and conveniently” (Pura, 2005). 
The majority of studies have strongly agreed that utilitar-
ian value prompts users to adopt and use e-resources due 
to its direct functional advantages (Al-Debei & Al-Lozi, 
2014) and also significantly influences their satisfaction 
levels (Carlsson et al., 2006). Hence, we hypothesize:

H1. Utilitarian value positively impacts satisfaction and 
intention to use e-resources.

2.2. Hedonic Value
Hedonic value is defined as “the level of pleasure and 

joy users experience when using a certain technology” 
(Garg et al., 2017). In the context of e-resources, hedonic 
value is achieved when e-resources successfully provide 
users with the experience of speedy, user-friendly, and 
organized output of desired information. Preciously, this 
value benefits users with easy access, quick search, and 
sorted data (Cheng, 2014; Dominici & Palumbo, 2013; 
Garg et al., 2017; Joo & Lee, 2011; Sampath Kumar & Ku-
mar, 2010). Kim et al. (2005) have also found that intrinsic 
motivations positively impact the behavior of users. For 
example, amusing mobile fun elements and services satiate 
the emotional needs of users more than do performance-
based needs (Hong et al., 2008). Such services provide us-
ers with convenient access to high quality e-resources and 
engage them to spend more time. In two studies, Kim and 
Han (2009) and Yang and Jolly (2009) empirically vali-
dated that hedonic value significantly impacts the satisfac-
tion and intention to adopt mobile services. The findings 
of the above-mentioned literature influence the following 
hypothesis:

H2. Hedonic value positively impacts satisfaction and 
intention to use e-resources.

2.3. Uniqueness Value
Uniqueness value plays an important role in form-

ing a distinct self-image (Hong et al., 2006). This value 
is defined as “the sense of differentiation or distinctive-
ness from others” (Tian & McKenzie, 2001). People tend 
to seek ways and means to acquire a unique product or 
service, the possession and usage of which may help them 
acquire a sense of superiority in their societal setups. For 
example, researchers have also proved that mobile data 
services play an important role in enhancing the social 
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image of users (López-Nicolás et al., 2008). It has also 
been found that individuals show off their smartphones 
in public (Lu et al., 2005). However, it is also noted that 
uniqueness is lost once the usage of a product or service 
becomes common among the public, and its utility di-
mensions are well understood and adopted across one’s 
sphere of influence. Hence, we hypothesize:

H3. Uniqueness value positively impacts satisfaction 
and intention to use e-resources.

2.4. Epistemic Value
Epistemic value is defined as “the knowledge gained 

upon trying new things” (Pihlström & Brush, 2008). Re-
searchers have outlined it as “the curiosity to learn new 
things and gain new knowledge” (Pihlström & Brush, 
2008; Rouibah & Hamdy, 2009). It is found that innova-
tors try new e-services first and then identify and evaluate 
the positives and negatives of that service(s) (Lu et al., 
2005; López-Nicolás et al., 2008). However, findings of a 
study conducted by Pagani (2004) concluded that innova-
tion increases the intent to adopt an e-service. To explore 
more about the role of epistemic value in arousing inten-
tion to use e-resources, we hypothesize:

H4. Epistemic value positively impacts satisfaction and 
intention to use e-resources.

2.5. Economic Value
A very few researchers have tried to explore the impor-

tance of economic value on satisfaction and intention to 
use e-resources. Agarwal et al. (2007) found price as one 
of the major hurdles to adopt e-services. Wu and Wang 
(2005) found that perceived cost of m-commerce services 
is negatively associated with adoption intention. Further, 
Chong et al. (2012a, 2012b) also reached a similar conclu-
sion in cross-country studies with Malaysian and Chinese 
customers. It is evident that if the value received is not 
commensurate with the cost borne, users feel guilty for 
spending money irrationally or may accuse others of hav-
ing spent excess money in providing resources of doubtful 
or limited usefulness. On an individual basis, undue mis-
match between the cost and benefit realized from an e-
resource will adversely affect usage and continued future 
adoption. Thus, the overall economic value offered by a 
product or service, or the lack of it, is generally one of the 
major factors in driving its adoption, or discouraging it 
(Carlsson et al., 2006). Such findings describe the pivotal 
role of economic value in influencing the willingness of 

users to adopt e-resources. Thus, we hypothesize:

H5. Economic value positively impacts satisfaction and 
intention to use e-resources.

2.6. Satisfaction and Intention to Use
User satisfaction has been found to be very important 

in affecting the attitude of users toward online informa-
tion services (Colepicolo, 2015; Shee & Wang, 2008). The 
term ‘satisfaction’ has been described as “positive attitudes 
toward using the system” (Joo & Lee, 2011, p. 525). Re-
searchers have identified a positive relationship between 
user satisfaction and intention to use e-resources (Cheng, 
2014; Joo & Choi, 2016). Therefore, we understand that 
user satisfaction positively and significantly affects the 
adoption intention of e-resources. This satisfaction, which 
is a result of fulfilment of perceived values, acts as a sur-
rogate to continued usage intention. Hence, it is hypoth-
esized:

H6: User satisfaction positively impacts satisfaction 
and intention to use e-resources.

3. METHODOLOGY

The present study followed a descriptive research 
design and employed simple random sampling for data 
collection (Madhusudhan, 2010). The data was col-
lected from respondents belonging to the top 50 business 
schools in the National Capital Region (India) as per the 
National Ranking Framework (Ministry of Education). 
Purposive sampling is employed in choosing business 
schools, assuming that the top business schools provide 
students with the facility of e-resources (Kumar et al., 
2016). Around 2,000 Google forms (Appendix) were sent 
to the students of different B-schools, out of which a valid 
response was received from only 242 students enrolled in 
these business schools. The main cause was the devastat-
ing pandemic situation and, in such a situation, it was very 
much difficult to collect more email-ids of the students. 
All the students (63 percent male students and 37 percent 
female students) belonged to two age groups, less than 25 
years (78 percent of students) and more than 25 years (22 
percent of students). After filling out the demographic 
information in the survey, a screening question was asked, 
i.e., “how frequently do you use e-resources” and the op-
tions given were: “not very frequently,” “frequently,” or “very 
frequently.” It was found that all the students were using 
the e-resources either frequently or very frequently for 
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their information needs.
For the instrument development (i.e., questionnaire 

development), the scales are adopted from previous stud-
ies. The value dimensions derived for using e-resources – 
utilitarian value and hedonic value scales – were adopted 
from Sirdeshmukh et al. (2002), and Sweeney and Soutar 
(2001) respectively. Uniqueness value and epistemic value 
scale items were borrowed from Tian and McKenzie (2001) 
and Lu et al. (2008), respectively. Economic value scale 
items were adopted from Dodds et al. (1991). The scale 
of satisfaction has been adopted from Thong et al. (2006) 
and Lee et al. (2009). Finally, items for measuring inten-
tion to use e-resources were adopted from Hu et al. (2009). 
The final questionnaire consisted of 26 items and was 
measured on a five-point Likert scale.

The adopted scale items were firstly tested by conduct-
ing a pilot study through an online survey. The collected 
data was analyzed to test the reliability of the scale. Inter-
nal consistency measures the consistency among a group 
of items that are combined to form a scale. It is “an indi-
cator of how well the different items measure the same 
things” (Black, 1999). Coefficient alpha can be used to 
measure the reliability (Cronbach, 1951). The Cronbach 
alpha value of each scale is found to be more than 0.7, 
which ensured the reliability of each scale. Further, the ex-
ploratory factor analysis was applied to test the construct 
validity.

Construct validity is “the degree to which a measure 
is related to other measures in a way consistent with the 
concepts based on theory” (Carmines & Zeller, 1979). 
Factor analysis is commonly known as data reduction 
and summarization technique and is applied to measure 
whether the model adopted in the study is fit or not. 
Factor analysis has been identified as an indispensable 
measure for construct validity (Kerlinger, 1986). All 26 
items were entered in principal component analysis and 
their initial communalities were found to be more than 
0.5. Furthermore, all factors were found to have eigenval-
ues greater than one. The Kaiser-Meyer-Olkin measure 
of sampling adequacy for all the measures was found to 
be greater than 0.60. Bartlett’s test of sphericity was also 
found significant (p=0.000 < 0.01), which proves adequate 
inter-correlations between variables. Factor loadings were 
also found to be greater than 0.4 (Hair et al., 2010). Thus, 
no item was dropped from the study.

4. ANALYSIS AND FINDINGS

The research model was tested through a two-step 

method as suggested by Anderson and Gerbing (1988) 
using AMOS 18.0 software. First, a confirmatory fac-
tor analysis (CFA) approach has been used to test the 
measurement model in order to verify the reliability and 
validity of the instrument. Second, through a structural 
equation modelling (SEM) approach, the assessment of 
the structural model has been performed and the devel-
oped hypotheses were tested. For critical testing of the 
model, the sample size should not be less than five times 
and should not be greater than ten times the number of 
parameters (Bentler & Chou, 1987). Also, a minimum 
sample of 200 is necessarily required to perform such a 
type of study (Hoetler, 1983). In this study, both the con-
ditions of selecting appropriate sample size are satisfied as 
we have collected the data from 242 respondents.

4.1. Measurement Model
In the SEM method, the measurement model is evalu-

ated to assess the reliability and validity of the instrument 
followed by analyzing the structural model to test hy-
potheses (Anderson & Gerbing, 1988). A seven factor 26-
item model was set up in order to check the reliability and 
validity of the instrument used in this study. The CFA ap-
proach was used in order to test the measurement model 
and the results of the measurement model are shown in 
Table 1.

To analyze the measurement model, it is necessary 
to focus on three different types of analyses. First, it is 
required to check the reliability of the model, so we have 
computed the average variance extracted (AVE) and 
composite reliability (CR) for each construct and squared 
multiple correlation of each item of the instrument. The 
result shown in Table 1 reveals that the values of AVE and 
CR exceed the minimum cut off, i.e., 0.5 and 0.7 respec-
tively (Hair et al., 2010; Nunnally, 1978). All these values 
indicate good reliability levels which subsequently high-
lights highly consistent results. This indicates that CFA 
demonstrates an acceptable range of reliability results for 
all constructs. The reliability of all the constructs already 
checked through Cronbach α coefficient whose minimum 
cut-off value is 0.7 (Hair et al., 1998; Nunnally, 1978). The 
results of the reliability coefficient are also depicted in 
Table 1.

In the next step, the validity of all the constructs is 
checked through assessing logical dimensions (i.e., face 
and construct validity) and statistical dimensions (dis-
criminant and convergent validity) of validity. Since all 
the scales were adopted from past literature they have 
strongly exhibited the content and face validity of all the 
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items and constructs. As for the assessment of convergent 
validity, the criterion specified by Anderson and Gerbing 
(1988) has been adopted. According to them, for every 
item the standard loadings should be significant for t>1.96 
(p<0.001), and the results of CFA shown in Table 1 verify 
the uni-dimensionality and good convergent validity of 
all the items and demonstrates that all of them are rep-
resenting their constructs. Following this, to check the 
discriminant validity, the procedure suggested by Fornell 
and Larcker (1981) has been adopted in this study. As per 
Fornell and Larcker (1981), the square root of AVE should 
be greater than the correlation coefficient, which indicates 
that every construct is distinct from the other. The results, 
shown in Table 2, exhibit an accepted level of discriminant 
validity.

In the third analysis, we have checked the overall 
model fit indices. As per Bagozzi and Yi (1988) and Hair 
et al. (2010), the minimum acceptable values for model 

fit indices are good of fitness index (GFI)>0.9, adjusted 
goodness of fit index (AGFI)>0.8, incremental fit index 
(IFI)>0.9, Tucker-Lewis index (TLI)>0.9, comparative fit 
index (CFI)>0.9, root mean square error of approxima-
tion (RMSEA)<0.08, and χ2/df<3. The results of the fit 
indices of the model are χ2=348.221, p=0.002, χ2/df= 
1.257, GFI=0.907, AGFI=0.883, IFI=0.974, TLI=0.969, 
CFI=0.974, and RMSEA=0.033. All these values exceed 
the minimum cut-off criteria, hence they are accepted for 
the measurement model.

4.2. Structural Model
After substantiating the validity of the measurement 

model, the next step is to verify the structural model as 
well as to test the suggested hypotheses. For this purpose, 
SEM method is chosen in order to assess the validity 
of the complete research model depicted in Fig. 1. The 
results of the overall fit indices of the structural model 

Table 1. Results of confirmatory factor analysis, validity analysis, and reliability test

Construct Measurement Standard
loading Estimate t-value Cronbach

alpha
Composite
reliability AVE

Economic value
   (ECV)

ECV1
ECV2
ECV3

0.824
0.873
0.784

1.263
1.186
1.000

12.940
13.259
---a---

0.863 0.867 0.685

Hedonic value
   (HEV)

HEV 1
HEV 2
HEV 3
HEV 4

0.636
0.703
0.974
0.704

0.909
1.031
1.387
1.000

9.590
10.593
12.576
---a----

0.839 0.846 0.586

Uniqueness value
   (UNV)

UNV 1
UNV 2
UNV 3
UNV 4

0.607
0.746
0.699
0.774

0.867
1.089
1.092
1.000

7.738
9.365
9.265
---a----

0.810 0.801 0.503

Utilitarian value
   (UTV)

UT1
UT 2
UT 3
UT 4

0.759
0.969
0.585
0.574

1.266
1.679
0.951
1.000

9.054
9.701
7.583
---a---

0.814 0.821 0.547

Epistemic value
   (EPV)

EPV 1
EPV 2
EPV 3
EPV 4

0.544
0.803
0.837
0.736

0.825
1.295
13.43
1.000

7.812
11.287
11.512
---a---

0.817 0.824 0.546

Student satisfaction
   (SAT)

SAT1
SAT2
SAT3
SAT4

0.733
0.796
0.729
0.751

0.974
1.084
0.907
1.000

10.947
11.883
10.891
---a----

0.838 0.839 0.567

Intention to use
   (ITU)

ITU1
ITU2
ITU3

0.840
0.791
0.710

1.112
1.058
1.000

11.291
10.884
----a---

0.822 0.825 0.612

All standard loadings are significant at p<0.001, a---indicates that loading was fixed.
AVE, average variance extracted.
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are χ2=351.517, p=0.003, χ2/df=1.247, GFI=0.906, 
AGFI=0.884, IFI=0.975, TLI=0.971, CFI=0.975, and RM-
SEA=0.032. All these values exceed the minimum cut-
off values prescribed by Bagozzi and Yi (1988), Hair et al. 
(2010), and Adams et al. (1992). Hence, these values are 
accepted for the structural model.

4.3. Hypothesis Testing
The results of hypothesis testing are shown in Table 

3. This table shows the properties of causal paths which 

include standardized coefficients (β), standard error, and 
t-value. This table has also documented the verified re-
sults of all six hypotheses proposed in the current study. 
According to this table, if the p-value is less than 0.05, 
then the independent variable significantly impacts the 
dependent variable (Hair et al., 2010). Only a single hy-
pothesis does not suggest any relationship between the 
economic value and satisfaction level of the students. It 
was not supported because of the t value, which is 0.617 
(p>0.05), and it is statistically insignificant. Hypotheses 

Table 2. Discriminant validity

Construct EPV ECV UNV HEV UTV SAT ITU

EPV 0.739

ECV -0.003 0.828

UNV -0.036 0.160 0.708

HEV -0.083 -0.005 0.022 0.765

UTV -0.097 0.200 0.081 0.230 0.738

SAT 0.100 0.172 0.305 0.267 0.579 0.753

ITU 0.029 0.204 0.247 0.230 0.491 0.748 0.782

Bold values in diagonal lines are the square root of AVE of the constructs, and all other values are correlation coefficients for every pair of 
constructs.
EPV, epistemic value; ECV, economic value; UNV, uniqueness value; HEV, hedonic value; UTV, utilitarian value; SAT, student satisfaction; ITU, 
intention to use.

Economic value

Hedonic value

Uniqueness value

Utilitarian value

Epistemic value

Student
satisfaction

(R =0.47)
2

Intention
to use

(R =0.58)
2

0.063
(0.617)

0.218*
(2.606)

0.393**
(3.949)

0.796**
(6.534)

0.162*
(2.685)

0.869**
(10.053)

Fig. 1. �Results�of�structural�model. 
Standardized path coeffi-
cients are shown (t values 
are mentioned in paren-
theses), Absolute t-value 
>1.96, **p<0.005, *p<0.05.
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2 to 5 highlighted the individual relationship of hedonic 
value, uniqueness value, utilitarian value, and epistemic 
value with student satisfaction. These all were also sup-
ported because the t values of all these hypotheses were 
(H2: t=2.606, p<0.05; H3: t=3.949, p<0.005; H4: t=6.534, 
p<0.005; H5: t=2.685, p<0.05) and all were found statisti-
cally significant. Hypothesis 6 also highlights a positive (+) 
relationship between student satisfaction and intention to 
use. This hypothesis was also supported because of the t 
value, which is 10.053 (p<0.005), and was also found sta-
tistically significant. The coefficient of determination (R2) 
explains the percentage of variance in the dependent vari-
able accounted for by independent variables (Hair et al., 
2010). The explanatory power of R2 for student satisfac-
tion and intention to use were 0.47 and 0.58 respectively.

5. DISCUSSION

The present study empirically tested the dimensions 
of value metrics to drive satisfaction and intention to use 
e-resource among its users. For this purpose, five values 
were identified and empirically tested, including utilitar-
ian, hedonic, uniqueness, epistemic, and economic val-
ues. The individual model reveals that utilitarian values, 
hedonic values, uniqueness values, and epistemic values 
significantly impact the satisfaction of users and contin-
ued usage intention of e-resources. However, economic 
value was not found to be affecting the intention to use e-
resources significantly. It has also been found that business 
students perceive utilitarian value as the most influential 
value, arousing continuous intention as compared to he-
donic values, epistemic values, and uniqueness values. In 
other words, business students prefer a quick and conve-
nient way of accessing information out of e-resources to 
develop academic excellence. These results are in line with 

existing literature. The utility of the online resources has 
been prominently identified in its adoption as well as con-
tinued intention.

Other important values, apart from utilitarian value, 
are recognized as uniqueness, hedonic, and epistemic val-
ues. The uniqueness value is found to be the second most 
preferred user value, which means that students’ satisfac-
tion and usage intention also hinges on their personal im-
age in today’s competitive class environment. Besides this, 
e-resources also help students in acquiring knowledge and 
achieving an extra edge over their peers. Furthermore, the 
hedonic and epistemic values also significantly impact sat-
isfaction and intention to use e-resources. It is possibly be-
cause of this reason that students not only strive to acquire 
new information but also feel relaxed and accomplished 
in using e-resources. These values satisfy the personal and 
emotional interests of the user and follow the utility value 
closely.

The economic value, although expected to be the most 
important factor affecting usage of e-resources, is found to 
be insignificant in the present study. This result is primar-
ily due to the fact that the students do not have any idea 
about the price for getting access to e-resources. The busi-
ness schools do not charge for e-resources separately and 
student fees are inclusive of charges for e-resource access 
and use. The subscription costs are paid by the institutes 
on a recurring basis, which students are completely un-
aware of (Habiba & Ahmed, 2021). Thus, the students do 
not have any realization of the price/cost of e-resources. 
This also suggests an important implication for institu-
tions/universities in that they should make students real-
ize the economic value of these resources.

The present study is a unique piece of work as many 
studies conducted on e-resources were descriptive studies 
and very few have contributed empirical findings. Fur-

Table 3. Results of hypothesis testing

Hypothesis Path Standardized
coefficient

Standard
error t-value Hypothesis

acceptance

H1 Economic value → SAT 0.063 0.103 0.617 Unsupported

H2 Hedonic value → SAT 0.218 0.084 2.606 Supported

H3 Uniqueness value → SAT 0.393 0.100 3.949 Supported

H4 Utilitarian value → SAT 0.796 0.122 6.534 Supported

H5 Epistemic value → SAT 0.162 0.061 2.685 Supported

H6 Satisfaction → Intention to use 0.869 0.086 10.053 Supported

SAT, student satisfaction.
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ther, the findings of this study are in line with few previ-
ous research efforts, where utilitarian and hedonic values 
were found to influence the use of e-resources (Garg et al., 
2017; Ha & Jang, 2010). However, in contrast to Agarwal 
et al. (2007) and Chong et al. (2012a, 2012b), this study 
reveals an insignificant impact of economic value on sat-
isfaction and intention to adopt e-resources among its us-
ers.

6. CONCLUSION

The present study captures the impact of dimensions 
of perceived values on satisfaction and intention to use e-
resources. The four dimensions of perceived value, i.e., 
utilitarian, hedonic, uniqueness, and epistemic values, 
are found to have significant impact on satisfaction and 
behavioural intention to use e-resources. The utilitarian 
value is found to be the most preferred for students’ satis-
faction, which resonates with a study conducted by Zeglat 
et al. (2016). Moreover, all these perceived values need to 
be taken care of to keep a high level of satisfaction among 
students. Nonetheless, the economical perceived value was 
found to have an insignificant impact on satisfaction and 
behavioural intention to use e-resources. Thus, following 
the findings of the study, it is concluded that institutions 
need to make their students realize the importance of the 
economic value of the e-resources.

6.1. Implications, Limitations, and Scope for Future 
Research

The present study is a distinctive piece of work and a 
maiden attempt at investigating the most and least signifi-
cant perceived value(s) associated with satisfaction and 
usage intentions of e-resources. This study can be helpful 
for institutions and e-resource providers so as to satisfy 
the values perceived to be important by users. Institutions 
may acquire e-resources keeping in mind these perceived 
values factors. Institutes may also share the valuable feed-
back of students with e-resource providers to make them 
able to provide a better experience to students. Moreover, 
students can also participate in the co-creation of these e-
resources. Therefore, future studies may explore factors 
associated with co-creation of e-resources and study their 
impact on the satisfaction level of students.

However, this study is limited in scope in the sense of 
selection of target user group, which was business school 
students at institutes in the National Capital Region. The 
scope can be expanded to cover other demographic di-
mensions, both in terms of geography and other institu-

tions of other academic fields. This study also leaves scope 
for collective study of factors affecting the highlighted val-
ues. There is further scope for studying user satisfaction 
as a function of fulfilment of identified values in relation 
with e-resources, and then establishing connects between 
satisfaction and continued intention of usage. Moreover, 
the present study is generic in nature and considered all 
the e-resources, but future studies may consider specific e-
resources and conduct case-based research for more fruit-
ful results.

CONFLICTS OF INTEREST

No potential conflict of interest relevant to this article 
was reported.

REFERENCES

Abdul Rahman, A. R., & Mohezar, S. (2020). Ensuring con-
tinued use of a digital library: A qualitative approach. The 
Electronic Library, 38(3), 513-530. https://doi.org/10.1108/
EL-12-2019-0294.

Adams, D. A., Nelson, R. R., & Todd, P. A. (1992). Perceived 
usefulness, ease of use, and usage of information technol-
ogy: a replication. MIS Quarterly, 16(2), 227-247. https://
doi.org/10.2307/249577.

Agarwal, N. K., Wang, Z., Xu, Y., & Poo, D. C. C. (2007, July 
4-6). Factors affecting 3G adoption: an empirical study. 
Proceedings of the 11th Pacific Asia Conference on Infor-
mation Systems (p. 256-270). Association for Information 
Systems.

Al-Debei, M. M., & Al-Lozi, E. (2014). Explaining and predict-
ing the adoption intention of mobile data services: A value-
based approach. Computers in Human Behavior, 35, 326-
338. https://doi.org/10.1016/j.chb.2014.03.011.

Ali, N. (2005). The use of electronic resources at IIT Delhi Li-
brary: a study of search behaviours. The Electronic Library, 
23(6), 691-700. https://doi.org/10.1108/02640470510635773.

Ameen, K. (2019). Graduate researchers’ perceptions and ex-
pectations: An exploratory study about reference and infor-
mation services. Reference Services Review, 48(2), 227-242. 
https://doi.org/10.1108/RSR-02-2019-0009.

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation 
modeling in practice: A review and recommended two-step 
approach. Psychological Bulletin, 103(3), 411-423. https://
doi.org/10.1037/0033-2909.103.3.411.

Azonobi, I. N., Uwaifo, S. O., & Tella, A. (2020). Determinants 
of postgraduates’ use of electronic information resources in 
federal universities in Southern Nigeria. International In-

http://www.jistap.org

https://doi.org/10.1108/EL-12-2019-0294
https://doi.org/10.1108/EL-12-2019-0294
https://doi.org/10.2307/249577
https://doi.org/10.2307/249577
https://aisel.aisnet.org/pacis2007/3
https://aisel.aisnet.org/pacis2007/3
https://aisel.aisnet.org/pacis2007/3
https://aisel.aisnet.org/pacis2007/3
https://aisel.aisnet.org/pacis2007/3
https://doi.org/10.1016/j.chb.2014.03.011
https://doi.org/10.1108/02640470510635773
https://doi.org/10.1108/RSR-02-2019-0009
https://doi.org/10.1037/0033-2909.103.3.411
https://doi.org/10.1037/0033-2909.103.3.411


10

Vol.10 No.3

https://doi.org/10.1633/JISTaP.2022.10.3.1

formation & Library Review, 52(3), 202-215. https://doi.org/
10.1080/10572317.2020.1783629.

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural 
equation models. Journal of the Academy of Marketing Sci-
ence, 16(1), 74-94. https://doi.org/10.1007/BF02723327.

Bar-Ilan, J., Peritz, B. C., & Wolman, Y. (2003). A survey on the 
use of electronic databases and electronic journals accessed 
through the web by the academic staff of Israeli universities. 
The Journal of Academic Librarianship, 29(6), 346-361. 
https://doi.org/10.1016/j.jal.2003.08.002.

Bentler, P. M., & Chou, C. P. (1987). Practical issues in struc-
tural modeling. Sociological Methods & Research, 16(1), 
78-117. https://doi.org/10.1177/0049124187016001004.

Black, T. R. (1999). Doing quantitative research in the social sci-
ences: An integrated approach to research design, measure-
ment and statistics. Sage.

Borrego, A., Anglada, L., Barrios, M., & Comellas, N. (2007). 
Use and users of electronic journals at Catalan Universities: 
The results of a survey. The Journal of Academic Librari-
anship, 33(1), 67-75. https://doi.org/10.1016/j.acalib.2006. 
08.012.

Boyer, K. K., Hallowell, R., & Roth, A. V. (2002). E-services: 
operating strategy—a case study and a method for analyz-
ing operational benefits. Journal of Operations Manage-
ment, 20(2), 175-188. https://doi.org/10.1016/S0272-
6963(01)00093-6.

Carlsson, C., Carlsson, J., Hyvonen, K., Puhakainen, J., & 
Walden, P. (2006, January 4-7). Adoption of mobile devices/
services - searching for answers with the UTAUT. Proceed-
ings of the 39th Annual Hawaii International Conference 
on System Sciences (HICSS'06) (p. 132a). IEEE.

Carmines, E. G., & Zeller, R. A. (1979). Reliability and validity 
assessment. Sage.

Cheng, Y. M. (2014). Why do users intend to continue using 
the digital library? An integrated perspective. Aslib Journal 
of Information Management, 66(6), 640-662. https://doi.
org/10.1108/AJIM-05-2013-0042.

Chong, A. Y. L., Chan, F. T. S., & Ooi, K. B. (2012a). Predict-
ing consumer decisions to adopt mobile commerce: Cross 
country empirical examination between China and Ma-
laysia. Decision Support Systems, 53(1), 34-43. https://doi.
org/10.1016/j.dss.2011.12.001.

Chong, A. Y. L., Ooi, K. B., Lin, B., & Bao, H. (2012b). An em-
pirical analysis of the determinants of 3G adoption in Chi-
na. Computers in Human Behavior, 28(2), 360-369. https://
doi.org/10.1016/j.chb.2011.10.005.

Colepicolo, E. (2015). Information reliability for academic re-
search: review and recommendations. New Library World, 
116(11/12), 646-660. https://doi.org/10.1108/NLW-05-

2015-0040.
Cronbach, L. J. (1951). Coefficient alpha and the internal struc-

ture of tests. Psychometrika, 16(3), 297-334. https://doi.
org/10.1007/BF02310555.

Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of 
price, brand, and store information on buyers’ product 
evaluations. Journal of Marketing Research, 28(3), 307-319. 
https://doi.org/10.1177/002224379102800305.

Dominici, G., & Palumbo, F. (2013). How to build an e-
learning product: Factors for student/customer satisfaction. 
Business Horizons, 56(1), 87-96. https://doi.org/10.1016/
j.bushor.2012.09.011.

Fornell, C., & Larcker, D. F. (1981). Structural equation models 
with unobservable variables and measurement error: Alge-
bra and statistics. https://deepblue.lib.umich.edu/bitstream/
handle/2027.42/35622/b1378752.0001.001.pdf.

Garg, R. J., Kumar, V., & Vandana. (2017). Factors affecting us-
age of e-resources: Scale development and validation. Aslib 
Journal of Information Management, 69(1), 64-75. https://
doi.org/10.1108/AJIM-07-2016-0104.

Ha, J., & Jang, S. C. S. (2010). Perceived values, satisfaction, and 
behavioral intentions: The role of familiarity in Korean res-
taurants. International Journal of Hospitality Management, 
29(1), 2-13. https://doi.org/10.1016/j.ijhm.2009.03.009.

Habiba, U., & Ahmed, S. M. Z. (2021). ICT infrastructure and 
access to online services: Determining the factors affecting 
faculty satisfaction with university-subscribed resources. 
International Information & Library Review, 53(2), 112-
130. https://doi.org/10.1080/10572317.2020.1794204.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). 
Multivariate data analysis. Prentice Hall.

Hendal, B. A. (2020). Kuwait University faculty’s use of 
electronic resources during the COVID-19 pandemic. 
Digital Library Perspectives, 36(4), 429-439. https://doi.
org/10.1108/DLP-04-2020-0023.

Hoelter, J. W. (1983). The analysis of covariance structures: 
Goodness-of-fit indices. Sociological Methods & Research, 
11(3), 325-344. https://doi.org/10.1177/0049124183011003
003.

Hong, S. J., Tam, K. Y., & Kim, J. (2006). Mobile data service fu-
els the desire for uniqueness. Communications of the ACM, 
49(9), 89-94. https://doi.org/10.1145/1151030.1151034.

Hong, S. J., Thong, J. Y. L., Moon, J. Y., & Tam, K. Y. (2008). Un-
derstanding the behavior of mobile data services consum-
ers. Information Systems Frontiers, 10(4), 431-445. https://
doi.org/10.1007/s10796-008-9096-1.

Hu, P. J. H., Brown, S. A., Thong, J. Y. L., Chan, F. K. Y., & Tam, K. 
Y. (2009). Determinants of service quality and continuance 
intention of online services: The case of eTax. Journal of the 

https://doi.org/10.1080/10572317.2020.1783629
https://doi.org/10.1080/10572317.2020.1783629
https://doi.org/10.1007/BF02723327
https://doi.org/10.1016/j.jal.2003.08.002
https://doi.org/10.1177/0049124187016001004
https://uk.sagepub.com/en-gb/eur/doing-quantitative-research-in-the-social-sciences/book205869
https://uk.sagepub.com/en-gb/eur/doing-quantitative-research-in-the-social-sciences/book205869
https://uk.sagepub.com/en-gb/eur/doing-quantitative-research-in-the-social-sciences/book205869
https://doi.org/10.1016/j.acalib.2006.08.012
https://doi.org/10.1016/j.acalib.2006.08.012
https://doi.org/10.1016/S0272-6963(
https://doi.org/10.1016/S0272-6963(
https://doi.org/10.1109/HICSS.2006.38
https://doi.org/10.1109/HICSS.2006.38
https://doi.org/10.1109/HICSS.2006.38
https://doi.org/10.1109/HICSS.2006.38
https://doi.org/10.1109/HICSS.2006.38
https://us.sagepub.com/en-us/nam/book/reliability-and-validity-assessment
https://us.sagepub.com/en-us/nam/book/reliability-and-validity-assessment
https://doi.org/10.1108/AJIM-05-2013-0042
https://doi.org/10.1108/AJIM-05-2013-0042
https://doi.org/10.1016/j.dss.2011.12.001
https://doi.org/10.1016/j.dss.2011.12.001
https://doi.org/10.1016/j.chb.2011.10.005
https://doi.org/10.1016/j.chb.2011.10.005
https://doi.org/10.1108/NLW-05-2015-0040
https://doi.org/10.1108/NLW-05-2015-0040
https://doi.org/10.1007/BF02310555
https://doi.org/10.1007/BF02310555
https://doi.org/10.1177/002224379102800305
https://doi.org/10.1016/j.bushor.2012.09.011
https://doi.org/10.1016/j.bushor.2012.09.011
https://deepblue.lib.umich.edu/bitstream/handle/2027.42/35622/b1378752.0001.001.pdf
https://deepblue.lib.umich.edu/bitstream/handle/2027.42/35622/b1378752.0001.001.pdf
https://doi.org/10.1108/AJIM-07-2016-0104
https://doi.org/10.1108/AJIM-07-2016-0104
https://doi.org/10.1016/j.ijhm.2009.03.009
https://doi.org/10.1080/10572317.2020.1794204
https://www.worldcat.org/ko/title/1103139982
https://www.worldcat.org/ko/title/1103139982
https://doi.org/10.1108/DLP-04-2020-0023
https://doi.org/10.1108/DLP-04-2020-0023
https://doi.org/10.1177/0049124183011003003
https://doi.org/10.1177/0049124183011003003
https://doi.org/10.1145/1151030.1151034
https://doi.org/10.1007/s10796-008-9096-1
https://doi.org/10.1007/s10796-008-9096-1


Vinod Kumar, et al., Impact of Value Satisfaction on Behavioral Intention

11

American Society for Information Science and Technology, 
60(2), 292-306. https://doi.org/10.1002/asi.20956.

Jensen, H. R. (1996). The interrelationship between customer 
and consumer value. Asia Pacific Advances in Consumer 
Research,  2, 60-63. https://www.acrwebsite.org/vol-
umes/11532/volumes/ap02/AP-02.

Joo, S., & Choi, N. (2016). Understanding users’ continuance 
intention to use online library resources based on an ex-
tended expectation-confirmation model. The Electronic Li-
brary, 34(4), 554-571. https://doi.org/10.1108/EL-02-2015-
0033.

Joo, S., & Lee, J. Y. (2011). Measuring the usability of academic 
digital libraries: Instrument development and valida-
tion. The Electronic Library, 29(4), 523-537. https://doi.
org/10.1108/02640471111156777.

Kerlinger, F. N. (1986). Foundations of behavioral research. 3rd 
ed. Holt, Rinehart and Winston.

Kim, B., & Han, I. (2009). What drives the adoption of mobile 
data services? An approach from a value perspective. Jour-
nal of Information Technology, 24(1), 35-45. https://doi.
org/10.1057/jit.2008.28.

Kim, Y., Lee, J. D., & Koh, D. (2005). Effects of consumer pref-
erences on the convergence of mobile telecommunications 
devices. Applied Economics, 37(7), 817-826. https://doi.org
/10.1080/0003684042000337398.

Kumar, V., Rahman, Z., & Kazmi, A. A. (2016). Assessing the 
influence of stakeholders on sustainability marketing strat-
egy of Indian companies. SAGE Open, 6(3). https://doi.
org/10.1177/2158244016667991.

Lee, B. C., Yoon, J. O., & Lee, I. (2009). Learners’ acceptance of 
e-learning in South Korea: Theories and results. Comput-
ers & Education, 53(4), 1320-1329. https://doi.org/10.1016/
j.compedu.2009.06.014.

Lee, J. Y., Paik, W., & Joo, S. (2012). Information resource selec-
tion of undergraduate students in academic search tasks. 
Information Research, 17(1), 511. http://informationr.net/
ir/17-1/paper511.html.

López-Nicolás, C., Molina-Castillo, F. J., & Bouwman, H. (2008). 
An assessment of advanced mobile services acceptance: 
Contributions from TAM and diffusion theory models. 
Information & Management, 45(6), 359-364. https://doi.
org/10.1016/j.im.2008.05.001.

Lu, J., Liu, C., Yu, C. S., & Wang, K. (2008). Determinants of 
accepting wireless mobile data services in China. Informa-
tion & Management, 45(1), 52-64. https://doi.org/10.1016/
j.im.2007.11.002.

Lu, J., Yao, J. E., & Yu, C. S. (2005). Personal innovativeness, 
social influences and adoption of wireless Internet services 
via mobile technology. The Journal of Strategic Informa-

tion Systems, 14(3), 245-268. https://doi.org/10.1016/
j.jsis.2005.07.003.

Madhusudhan, M. (2010). Use of electronic resources by research 
scholars of Kurukshetra University. The Electronic Library, 
28(4), 492-506. https://doi.org/10.1108/02640471011033684.

Nunnally, J. C. (1978). Psychometric theory. 2nd ed. McGraw-
Hill.

Ollé, C., & Borrego, Á. (2010). Librarians' perceptions on the 
use of electronic resources at Catalan academic libraries: 
Results of a focus group. New Library World, 111(1/2), 46-
54. https://doi.org/10.1108/03074801011015685.

Ostrom, A., & Iacobucci, D. (1995). Consumer trade-offs and 
the evaluation of services. Journal of Marketing, 59(1), 17-
28. https://doi.org/10.2307/1252011.

Pagani, M. (2004). Determinants of adoption of third genera-
tion mobile multimedia services. Journal of Interactive 
Marketing, 18(3), 46-59. https://doi.org/10.1002/dir.20011.

Pihlström, M., & Brush, G.J. (2008). Comparing the perceived 
value of information and entertainment mobile services. 
Psychology & Marketing, 25(8), 732-755. https://doi.
org/10.1002/mar.20236.

Pura, M. (2005). Linking perceived value and loyalty in location‐
based mobile services. Managing Service Quality, 15(6), 
509-538. https://doi.org/10.1108/09604520510634005.

Rouibah, K., & Hamdy, H. (2009). Factors affecting informa-
tion communication technologies usage and satisfaction: 
Perspective from instant messaging in Kuwait. Journal of 
Global Information Management, 17(2), 1-29. http://doi.
org/10.4018/jgim.2009040101.

Sampath Kumar, B. T., & Kumar, G. T. (2010). Perception and 
usage of e‐resources and the internet by Indian academ-
ics. The Electronic Library, 28(1), 137-156. https://doi.
org/10.1108/02640471011023432.

Saye, J. D. (2001). The organization of electronic resources 
in the library and information science curriculum. 
OCLC Systems & Services, 17(2), 71-78. https://doi.org/ 
10.1108/10650750110383604.

Setterstrom, A. J., Pearson, J. M., & Orwig, R. A. (2013). Web-
enabled wireless technology: An exploratory study of adop-
tion and continued use intentions. Behaviour & Informa-
tion Technology, 32(11), 1139-1154. https://doi.org/10.1080
/0144929X.2012.708785.

Sharma, C., Singh, L., & Sharma, R. (2011). Usage and accept-
ability of e‐resources in National Dairy Research Institute 
(NDRI) and National Bureau of Animal Genetic Resources 
(NBAGR), India. The Electronic Library, 29(6), 803-816. 
https://doi.org/10.1108/02640471111188024.

Shee, D. Y., & Wang, Y. S. (2008). Multi-criteria evaluation of 
the web-based e-learning system: A methodology based 

http://www.jistap.org

https://doi.org/10.1002/asi.20956
https://www.acrwebsite.org/volumes/11532/volumes/ap02/AP-02
https://www.acrwebsite.org/volumes/11532/volumes/ap02/AP-02
https://doi.org/10.1108/EL-02-2015-0033
https://doi.org/10.1108/EL-02-2015-0033
https://doi.org/10.1108/02640471111156777
https://doi.org/10.1108/02640471111156777
https://openlibrary.org/books/OL3028220M/Foundations_of_behavioral_research
https://openlibrary.org/books/OL3028220M/Foundations_of_behavioral_research
https://doi.org/10.1057/jit.2008.28
https://doi.org/10.1057/jit.2008.28
https://doi.org/10.1080/0003684042000337398
https://doi.org/10.1080/0003684042000337398
https://doi.org/10.1177/2158244016667991
https://doi.org/10.1177/2158244016667991
https://doi.org/10.1016/j.compedu.2009.06.014
https://doi.org/10.1016/j.compedu.2009.06.014
http://informationr.net/ir/17-1/paper511.html
http://informationr.net/ir/17-1/paper511.html
https://doi.org/10.1016/j.im.2008.05.001
https://doi.org/10.1016/j.im.2008.05.001
https://doi.org/10.1016/j.im.2007.11.002
https://doi.org/10.1016/j.im.2007.11.002
https://doi.org/10.1016/j.jsis.2005.07.003
https://doi.org/10.1016/j.jsis.2005.07.003
https://doi.org/10.1108/02640471011033684
https://books.google.co.kr/books/about/Psychometric_Theory.html?id=WE59AAAAMAAJ&redir_esc=y
https://books.google.co.kr/books/about/Psychometric_Theory.html?id=WE59AAAAMAAJ&redir_esc=y
https://doi.org/10.1108/03074801011015685
https://doi.org/10.2307/1252011
https://doi.org/10.1002/dir.20011
https://doi.org/10.1002/mar.20236
https://doi.org/10.1002/mar.20236
https://doi.org/10.1108/09604520510634005
http://doi.org/10.4018/jgim.2009040101
http://doi.org/10.4018/jgim.2009040101
https://doi.org/10.1108/02640471011023432
https://doi.org/10.1108/02640471011023432
https://doi.org/10.1108/10650750110383604
https://doi.org/10.1108/10650750110383604
https://doi.org/10.1080/0144929X.2012.708785
https://doi.org/10.1080/0144929X.2012.708785
https://doi.org/10.1108/02640471111188024


12

Vol.10 No.3

https://doi.org/10.1633/JISTaP.2022.10.3.1

on learner satisfaction and its applications. Computers 
& Education, 50(3), 894-905. https://doi.org/10.1016/
j.compedu.2006.09.005.

Sirdeshmukh, D., Singh, J., & Sabol, B. (2002). Consumer 
trust, value, and loyalty in relational exchanges. Jour-
nal of Marketing, 66(1), 15-37. https://doi.org/10.1509/
jmkg.66.1.15.18449.

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived 
value: The development of a multiple item scale. Journal of 
Retailing, 77(2), 203-220. https://doi.org/10.1016/S0022-
4359(01)00041-0.

Tahir, M., Mahmood, K., & Shafique, F. (2010). Use of elec-
tronic information resources and facilities by humanities 
scholars. The Electronic Library, 28(1), 122-136. https://doi.
org/10.1108/02640471011023423.

Tian, K. T., & McKenzie, K. (2001). The long-term predictive 
validity of the consumers' need for uniqueness scale. Jour-
nal of Consumer Psychology, 10(3), 171-193. https://doi.
org/10.1207/s15327663jcp1003_5.

Thong, J. Y. L., Hong, S. J., & Tam, K. Y. (2006). The effects of 
post-adoption beliefs on the expectation-confirmation 
model for information technology continuance. Interna-
tional Journal of Human-Computer Studies, 64(9), 799-
810. https://doi.org/10.1016/j.ijhcs.2006.05.001.

Thong, J. Y. L., Hong, W., & Tam, K. Y. (2002). Understand-
ing user acceptance of digital libraries: What are the roles 
of interface characteristics, organizational context, and 

individual differences? International Journal of Human-
Computer Studies, 57(3), 215-242. https://doi.org/10.1016/
S1071-5819(02)91024-4.

Wu, J. H., & Wang, S. C. (2005). What drives mobile com-
merce?: An empirical evaluation of the revised technology 
acceptance model. Information & Management, 42(5), 719-
729. https://doi.org/10.1016/j.im.2004.07.001.

Yang, K., & Jolly, L. D. (2009). The effects of consumer per-
ceived value and subjective norm on mobile data service 
adoption between American and Korean consumers. Jour-
nal of Retailing and Consumer Services, 16(6), 502-508. 
https://doi.org/10.1016/j.jretconser.2009.08.005.

Zeglat, D., Shrafat, F., & Al-Smadi, Z. (2016). The impact of 
the e-service quality (E-SQ) of online databases on users’ 
behavioural intentions: A perspective of postgraduate stu-
dents. International Review of Management and Market-
ing, 6(1), 1-10. https://www.econjournals.com/index.php/
irmm/article/view/1431.

Zhang, L., Ye, P., & Liu, Q. (2011). A survey of the use of 
electronic resources at seven universities in Wuhan, 
China. Program, 45(1), 67-77. https://doi.org/10.1108/ 
00330331111107402.

Zhang, Y., Lo, P., So, S., & Chiu, D. K. W. (2020). Relating library 
user education to business students’ information needs and 
learning practices: A comparative study. Reference Services 
Review, 48(4), 537-558. https://doi.org/10.1108/RSR-12-
2019-0084.

https://doi.org/10.1016/j.compedu.2006.09.005
https://doi.org/10.1016/j.compedu.2006.09.005
https://doi.org/10.1509/jmkg.66.1.15.18449
https://doi.org/10.1509/jmkg.66.1.15.18449
https://doi.org/10.1016/S0022-4359(
https://doi.org/10.1016/S0022-4359(
https://doi.org/10.1108/02640471011023423
https://doi.org/10.1108/02640471011023423
https://doi.org/10.1207/s15327663jcp1003_5
https://doi.org/10.1207/s15327663jcp1003_5
https://doi.org/10.1016/j.ijhcs.2006.05.001
https://doi.org/10.1016/S1071-5819(
https://doi.org/10.1016/S1071-5819(
https://doi.org/10.1016/j.im.2004.07.001
https://doi.org/10.1016/j.jretconser.2009.08.005
https://www.econjournals.com/index.php/irmm/article/view/1431
https://www.econjournals.com/index.php/irmm/article/view/1431
https://doi.org/10.1108/00330331111107402
https://doi.org/10.1108/00330331111107402
https://doi.org/10.1108/RSR-12-2019-0084
https://doi.org/10.1108/RSR-12-2019-0084


Vinod Kumar, et al., Impact of Value Satisfaction on Behavioral Intention

13

Appendix

Questionnaire

Gender:   Female    Male

Age Group:  Less than 25 Years   More than 25 Years

Experience of e-resource usage
• Never
• Rarely
• Occasionally
• Frequently
• Very Frequently

Utilitarian value (UTV)
UTV1. Using e-resources would increase my chances of acquiring information that is important to me
UTV2. Compared to the effort and time I need to put in and spend, the use of e-resources would be beneficial and worthwhile to me
UTV3. Using e-resources would help me acquire information more quickly
UTV4. E-resources would be useful in my routine academic purposes

Hedonic value (HEV)
HEV1. I expect that using e-resources would be enjoyable
HEV2. I expect to have fun using e-resources
HEV3. Using e-resources would make me feel good
HEV4. E-resources would be the services that I feel relaxed after using

Economic value (ECV)
ECV1. I expect that e-resources would be reasonably priced
ECV2. E-resources would offer a good value for money
ECV3. I believe that at the current price, e-resources would provide good value

Epistemic value (EPV)
EPV1. If I heard about a new e-resource, I would look forward to using and experiencing it.
EPV2. I always look forward to a new e-resource so that I can get access to new information sources about a desired field
EPV3. Among my peers, I am usually the first to explore new e-resource
EPV4. In general, I am hesitant to try out new e-resource

Uniqueness value (UNV)
UNV1. I often think that using e-resources would shape a more intellectual personal image about myself
UNV2. I am often on the lookout for new e-resource that will add to my personal uniqueness
UNV3. I actively seek to develop my personal uniqueness by using special e-resources
UNV4. Using e-resources is interesting and assists me in establishing a distinctive image
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Student satisfaction (SAT)
SAT1. My overall experience of e-resources use was Very dissatisfied / Very satisfied
SAT2. My overall experience of e-resources use was Very displeased / Very pleased
SAT3. My overall experience of e-resources use was Very frustrated / Very contented
SAT4. My overall experience of e-resources use was Absolutely terrible / Absolutely delighted

Intention to use (ITU)
ITU1. I intend to continue using e-resources rather than discontinue its use
ITU2. My intentions are to continue using e-resources rather than any alternative means
ITU3. I would like to continue using e-resources




